Summary
Introduction
There are numerous manifestations that have food for the basic topic. Food festivals as a form of food tourism can play an important role in presenting new tastes to tourists, as well as learning about different customs. Tradition in preparing food is passed EP 2018 (65) 1 (111-124) Tanja Stanišić, Marija Kostić, Milena Mišeljić down from generation to generation, thus becoming the cultural good of the people. Thanks to gastronomic tourism, tradition is preserved and it is trying to bring domestic food to many tourists from neighbouring cities, as well as foreign tourists. In the era of globalisation, localisation and the use of gastronomy and food can be a source of regional and national identity (Hjalager, Richards, 2002) . Every region in Serbia has a specific dish or an agricultural product that makes it recognizable. However, a festival that simply contains a food component can not be classified as a food festival. The food festival is a festival with food that emphasizes regional or local food specialties or a festival on the theme of food, which has food-related activities and programs or food topics. Food festival is a place where communities are engaged in public celebration and promotion of local food (Everett, Aitchison, 2007) . With the changes regarding the preferences of local and international tourists, the traditional concept of holiday is also changing (Sanin, Aydin, 2017, p. 181). Food festivals are one of the ways of completing the experience of more and more demanding tourists.
The term gastronomy is in most cases linked to the consumption of food in restaurants. However, the trends of gastronomic tourists today include visiting and tasting food and drinks at primary and secondary producers, the presence of food and drink manifestations and the consumption of authentic dishes and drinks. Gastronomic tourists becomes a viable alternative for new destinations that cannot benefit from "sun, sea, and sand," or natural or cultural resources (Kivela, Crotts, 2005, p. 41) . Food at manifestations is a very powerful means of communication with tourists, because visitors to these events can socialize and engage in cultural activities, such as visits to art galleries, historic sites or parks, to find hidden gastronomic treasures known only to local people, try unusual dishes and food and get acquainted with a particular culture or tradition (Bjeljac, 2010, p. 128) . Therefore, gastronomic tourism and gastronomic events are compatible with other forms of tourism and tourist values. Through gastronomy, other forms of tourism are connected.
The subject of the paper is the analysis of gastronomic manifestations in the tourism offer of Serbia and the perception of the possibilities for their popularization. The aim of this paper is to prove, based on the analysis of available information and data, as well as the results of the research on gastronomic manifestations and their connection with tourist traffic, that gastronomic tourism in Serbia should be developed both due to the volume of resources available in Serbia and the possibility of a positive impact on the growth of tourist traffic. In order to achieve the stated goal of the research, the authors of the paper proceed from the basic assumption of the existence of a positive interdependence between the number of manifestations and the realized tourist traffic.
Theoretical concept of gastronomic tourism
Gastronomy includes all that relates to cooking, cooking skills, and in this regard, in a wider sense, includes gourmand, gourmet, and in the broadest sense, the connection between culture and food, art nutrition, culinary art. Gastronomy therefore refers to rules or norms in respect of eating and drinking (Santich, 2004, p. 18) . The relationship between tourism and gastronomy is a long-standing and close one (Correia et al., 2008, p. 164) . Gastronomy can add value to the tourist experience and is associated with quality tourism for travellers in search of new products and experiences that yield a high level of satisfaction (Kivela, Crotts, 2009, p. 163) . In considering gastronomy as a motive for tourist movements, it is necessary to define several concepts: food tourism, culinary tourism and gastronomic tourism (Vukić, 2015, p. 120) . Some authors define food tourism as a visit to primary and secondary food producers, food festivals, restaurants and all those locations that are the motive for food tasting. The term culinary tourism is in line with the concept that tourists can experience another culture through food, i.e. culinary tourism is research participation in the consumption, preparation and presentation of food, local cuisine and menus. It is considered that gastronomic tourism is every journey that is at least partly motivated by the interest in food and drink or consumption of food and drink. Gastronomic tourism can also be viewed as a subset of cultural tourism (the cuisine is part of the culture) (Kalenjuk et al., 2011 ).
Gastronomic tourism is also defined as the activity of researching and discovering culture and history through food, which influences the creation of unforgettable experiences (Kalenjuk et al., 2015) . Regions in which technological waves and globalization have not significantly affected changes in the way food and beverage production, but also the culture of their consumption have become favourable for the development of a selective form of tourism known globally under the names of food and beverage tourism, culinary tourism, gastronomic tourism, gourmet tourism (Hall, Mitchell, 2002) . Gastronomic tours, arranged to introduce a region's dishes and food culture which plays an important role in the selection of and the experience tourists can have in a region, can feature a region (Sormaz, 2016, p. 728 ). Gastronomic tourism, in which focus is the local cuisine of the destination as the primary attraction, is one of the relatively small niches in modern tourism. This type of tourism offers a holistic experience that includes various factors, such as atmosphere, price and quality, which are also the determinants of consumer satisfaction (Correia et al., 2008) . The culinary tourism experience has been noted as having multiple valuable effects on the territory and its products, such as increased awareness, loyalty, emotional connection, increased involvement and brand differentiation (Mason, Paggiaro, 2012 , p. 1330 . Gastronomic tourism is a niche of tourism that has grown rapidly, so it represents a new opportunity in a market that can enhance the attractiveness of the destination without introducing some new major products.
Gastronomic tourism is a possible competitive advantage and can be an essential element in branding the country or region. A clearly defined gastronomic identity and heritage can be exploited in the key processes of differentiation and rejuvenation, helping to convey a unique sense of place (Fox, 2007) . Tourist spending can stimulate local gastronomy and be an instrument for improving agriculture and food production. 
Gastronomic manifestations as a tourism product
Gastronomic manifestations or food events, sometimes called special or hallmark events, are fairs, festivals, cultural and industrial events that take place regularly or from time to time. Food-related festivals are an easy way to animate members of the local community, as well as visitors of all ages because of the great role which food plays in everyday life, and which is not only a factor of survival, growth and development, and performing daily activities, but also contributes to better quality of life (Kostić, Petrović, 2015) . The food and drink manifestations include all manifestations that are associated with, of course, food and drink, or making and selling some traditional gastronomic recipes of a particular area or presenting local drinks like wine and brandy.
Numerous food manifestations have appeared around the world, with growing interest in gastronomic tourism, becoming a very interesting form of recreation and tourist attractions. The destination can be further promoted, such as the destination for wine tourism by the development of wine manifestations (Wargenau, Che, 2008) . Local food provides a gateway into a destination's intangible heritage (Björk, Kauppinen-Räisänen, 2014, p. 298). Food festivals are a great opportunity for the destination for many reasons. For food and wine producers, these festivals provide a cheap and sometimes profitable way to promote brands to new consumers and provide opportunity to interact with consumers as well as their feedback. For tourism destinations, gastronomic and wine manifestations are a chance to gain awareness about regional brands, promote the region to which a certain type of gastro-product is related, but also a reason for re-visits to a particular region (Vukić, 2015, p. 128) .
Gastronomic manifestations as a subtype of cultural events are of particular importance, enriching the tourism offer, which can extend the tourist season, protect and enhance cultural values of destinations. Gastronomic manifestations attract a large number of visitors, both domestic and foreign tourists (Čatić, 2016, p. 47) . The accompanying manifestations are expositions (arts, old mechanization, new agricultural machines and tools), sports competitions, entertainment programs, folklore evenings, agricultural conferences, etc.). Manifestations can be included in the package of arrangements of some tour operators or travel agencies, whether it is a manifestation within the borders of the state for which the package arrangement was created or organizing a trip to another country to attend a particular event (Vrančić, 2016 , p. 31).
Manifestations can contribute to the completion of the tourism product of rural tourism. The importance of rural tourism is reflected in the very important interaction of agricultural production, traditional agricultural food products, presentation of tradition, traditional gastronomy and tourist services (Cvijanović, Ružić, 2017, p. 33). The process of identifying events and creating an integrated rural tourism product should be implemented by the local community together with local tourism organizations, with the strategic and financial support of government and local institutions, taking into account that the state should create a desirable environment for the promotion of a particular concept of development (Radović et al., 2012). Traditional food is the reason for the loyalty of tourists and affects positively the development of a rural destination (Vujko et al., 2017, p. 477) . At the same time, gastronomic experiences can add value to tourism by providing a link between local culture, landscape and food, and creating an atmosphere that is so important for an unforgettable vacation experience (Hjalager, Richards, 2002) .
Manifestations strengthen the image and recognizability of the place as a gastronomic destination. The aim of this event, apart from publicity and achieving economic results, is primarily the introduction of a society with products of the local population, autochthonous gastronomy and tradition (Štimac, 2016, p. 41 ). Numerous marketing instruments can be used to promote events in Serbia. The creation of logos and slogans of the manifestation, the production of informative material and their distribution, advertising, sponsorship and support of events, presentations at specialized tourism fairs, the Internet as a form of communication with potential visitors of the event are just some of them.
Potentially attractive for tourist visits are also events dedicated to the culinary heritage of the Serbian population, that is, gastronomy. In one part of the scientific expert public, the media, and other public opinion, this type of manifestation is often called "ijade". By this approach and the name, these manifestations are often disdained and underestimated and their significance is reduced (Bjeljac, 2010, p. 96 ). There are a vast number of gastronomic festivities that are considered to be an important part of the tourist offer of destinations or even regions in Serbia (Bjeljac et al., 2016, p. 16) . Every region in Serbia has some gastronomic product that is a trademark and by which local tourist organizations try to attract guests. In November 2011, the Tourism Organization of Serbia presented a brochure "Soul Food" written in English at the Tourism Fair in Berlin, featuring gastronomic products by region. This is yet another step forward in presenting the rich offer of national dishes and drinks that Serbia has abundantly. With this kind of marketing, it can be expect a greater interest of foreign tourists who will decide to spend part of their vacation in the rural areas of Serbia and enjoy traditional dishes and drinks (Stojanović, 2013, p. 39 ).
Quantitative analysis of gastronomic manifestations in the tourism offer of Serbia
Based on the publication "Events 2017", issued by the National Tourism Organisation of Serbia, which includes tourist events, fairs, cultural, sports, business and other events, organized with various reasons and with various contents and which enrich the tourist offer of Serbia, quantitative analysis of gastronomic manifestations in the tourism offer of Serbia is conducted.
According to the events calendar, a total of 817 events was scheduled during 2016 in Serbia. In 2017, this number is higher and amounts to 829 manifestations (National Tourism Orgnization of Serbia, 2017). Based on the analysis of the calendar, it can be highlighted the fact that in Serbia there are currently 241 gastronomic manifestations, where food is the main motive of manifestations or appears as additional content.
EP 2018 (65) 1 (111-124) The largest number of gastronomic manifestations in the tourist offer of Serbia is organized by tourism organizations (39% of the total number of manifestations, or 93), followed by other organizers, with 14% and 33 manifestations. Various associations and organizations, with 12% and 30 events are at the third place. Following are cultural centres with 9% or 21 manifestations, local communities with 20 manifestations which make up 8%, citizens' associations with 17 events -7%, fairs and festivals make up 6%, or 15 manifestations and the least number of events (5% or 12 manifestations) is organized by groups that make up more organizers.
When the duration of manifestations is analysed (Graph 1.) , the most are those that last one day. There are 124 one-day gastronomic manifestations in Serbia, which is 51% of the total number of manifestations. They are followed by two-day ones (50 manifestations, or 21%). The following are three-day manifestations (41 manifestations, or 17%. The least number of manifestations, only 26 manifestations or 11%, lasts for four days or more (mostly fairs and grape harvesting).
Graph 1. Duration of gastronomic manifestations in Serbia
Source: Authors' presentation based on National Tourism Organisation of Serbia, 2017 Gastronomic manifestations are held throughout the year, but mostly during the summer and autumn months (Graph 2.).
Graph 2. Number of gastronomic manifestations in Serbia by months
Source: Authors' presentation based on National Tourism Organisation of Serbia, 2017 In order to perceive the potential link between the number of gastronomic manifestations and the number of tourists, a comparative overview of the number of gastronomic manifestations and the total number of tourists in the Republic of Serbia by months is given in Table 3 shows the calculated value of the correlation coefficient between the number of gastronomic manifestations and the number of tourists per months. Given the available size of the sample, Spearman's correlation coefficient of rank was chosen as an adequate indicator. This indicator belongs to a group of non-parametric indicators, whose application does not require the fulfilment of certain assumptions (first of all, the distribution normality) which requires the calculation of parametric indicators (Janković-Milić, 2016, 79). Note: ** Correlation is significant at the 0.01 level (2-tailed). Source: Authors' calculation (SPSS Statistics 19) Based on the calculated value of Spearman's correlation coefficient, it can be concluded that there is a high positive interdependence between the number of gastronomic manifestations in Serbia and the total number of tourists per months. The most visited months of the year are also the months in which the largest number of gastronomic manifestations is held.
According to the geographical schedule, observed by the statistical regions of the Republic of Serbia, gastronomic manifestations can be grouped into manifestations in Šumadija and Western Serbia, Southern and Eastern Serbia, Vojvodina and Belgrade. In the territory of Vojvodina, 39% of gastronomic events are organized from the total number, or 95 manifestations. In Šumadija and Western Serbia, 68 manifestations (28%) are organized, in Southern and Eastern Serbia, 64 manifestations (27%), while only 14 events are organized in Belgrade, or 6% (Graph 3.).
Graph 3. Geographical schedule of gastronomic manifestations
Source: Authors' presentation based on National Tourism Organisation of Serbia, 2017 In order to perceive the potential link between the number of gastronomic manifestations and tourist visits of the region in Serbia, Table 4 gives a comparative overview of the percentage share of the number of gastronomic manifestations and the total number of tourists in the Republic of Serbia by region (Statistical Office of the Republic of Serbia, 2017a). Based on the review of the data presented in Table 4 , it can be concluded that there is no interdependence between the number of gastronomic manifestations and the number of tourists by regions in Serbia. This is confirmed by calculating the Spearman's correlation coefficient in Table 5 .
EP 2018 (65) 1 (111-124) The value of Spearman's correlation coefficient in Table 5 points to the absence of any interdependence between the number of gastronomic manifestations and the number of tourists by region in Serbia. Those regions that absorb the highest number of tourist arrivals are not the same regions in which the largest number of gastronomic manifestations are held.
Conclusion
Attractive and diverse natural environment, authentic gastronomy and cultural heritage, cities as tourist motives are great development opportunities of Serbia in designing tourist offer. In this, the role of manifestations is very important, which are often the only driver of social life in smaller communities. The number of events in Serbia is growing every year, but it is assumed that in the coming period, the number of manifestations useful for the development of tourism will be even greater. In the calendar of events, 829 events were presented in the tourist offer of Serbia for 2017. These are the more visited and manifestations of tradition. In practice, this number is higher because there are a large number of local events that do not have marketing support. Serbia has a favourable geographical position, which favours the development of manifestation tourism, both at the regional and international level. Also, a large number of foreign companies operate in Serbia, which have the opportunity to present their products and services at various gatherings, fairs and festivals. Events in Serbia are also recognized in the relevant strategic documents as tourism products of special importance for the tourism development, in the second place there are manifestations/events (cultural, sports, etc.), immediately after the tourism of cities. All this speaks in favour of the fact that Serbia has great potentials for the development of manifestation tourism.
Food can serve as a means of branding one country. Gastronomic manifestations, which are common in rural areas, are the true protectors of tradition and perfectly reflect the typical food and lifestyle of certain nations. Therefore, these manifestations are priceless in preserving traditional food, agriculture, old crafts, wealth of folklore, national costumes and folk festivities. Gastronomic events are a unique opportunity when visitors can enjoy the local specialities prepared in the traditional manner, as well as in traditional dance and music. Some manifestations attract more visitors than there are residents in the place of the event. A smaller number is of an international character, which is also of greater importance because local food and drinks are presented to tourists who for the first time meet with Serbian tradition.
The basic question is whether Serbia is using its gastronomic wealth and the fact that such a small area offers so many different foods sufficiently. The results of the research in this paper pointed to the fact that the largest number of gastronomic manifestations in Serbia is organized in those months when the country attendance is the highest, that is, there is a positive interdependence between the number of gastronomic manifestations and the number of tourists per months. However, the second part of the analysis showed that those regions where most of the gastronomic events are organized are not the regions with the largest tourist traffic. According to this fact, the starting assumption of the research can not be considered confirmed. Realized tourist traffic in Serbia is not directly related to the number of gastronomic manifestations. The biggest problem in the popularization of gastronomic manifestations as a tourism offer is the lack of adequate policies and strategies for their development, insufficient promotion, insufficient investment and lack of interest of potential participants. For the development of manifestation tourism, it is also necessary to improve the tourist infrastructure and suprastructure. Also, support of travel agencies and tour operators is necessary, in the form of offer of tourist arrangements that organize visits to gastronomic events. With an adequate policy and strategy, gastronomic events can be the drivers of a successful development of manifestation tourism in Serbia.
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